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£3.95 Bjork's new album Set-
masongs (Polydor) is this
week's hightest new entry
in the European Top 100
Album chart.

we tall. -tapo radio
M&M chart toppers this week

Eurochart Hot 100 Singles
MADONNA

Music
(Maverick)

European Top 100 Albums
MADONNA

Music
(Maverick)

European Radio Top 50
MADONNA

Music
(Maverick)

European Dance Traxx
MODJO

Lady (hear me tonight)
(Universal)

Inside M&M this week

BRING DA NOIZ
As part of M&M's "Meet the Mav-
ericks" series, US rapper Chuck
D reveals his views on the cur-
rent state of the music industry
and how the new media revolu-
tion has affected him. In our
Online feature, Kai Lofthus looks
at how the Web can transform
radio research. Page 7-9

MUSIC TO WARNER'S EARS
Madonna's domination of this
week's European charts with
Music coincides with a reassess-
ment of Warner Music Interna-
tional's marketing operations,
under US executive Jay Durgan.

Page 10-11
EUROPE ROCKS
In the last instalment of our
three-part series on the season's
new releases, M&M correspon-
dents in Belgium, France, Ger-
many, Italy and Spain preview
the major records out in their
respective territories. Page 12-13

Music industry set
for massive growth
by Emmanuel Legrand

LONDON - The music business is
expected to increase in value from its
current $38 billion to $65 billion
(73.5bn) over next the
ten years. This growth
will be driven by digital
downloads, which will
account for 19% of total sales. By
2010, online physical sales (e -com-
merce) will represent 26% of the
industry's, revenues, while offline
sales of physical soundcarriers-CD,
cassettes and singles-will have fallen
to 55% of total sales.

These are the forecasts contained

within of a study on the music indus-
try carried out by London -based US
investment bank JP Morgan. The
findings were unveiled at a seminar
for investors entitled "Changing the

Sound of Music" held in
London (September 19),
which included presen-
tations by a number of

industry personalities.
According to JP Morgan, the legiti-

mate market for downloads will start
to take off by 2002-3. However, while
the market grows, the majors labels'
share will be under pressure as they
are likely to suffer the most from

continued on page 25

JP Morgan

Robbie Sings as he Wins over Europe
by Siri Stavenes Dove

LONDON - Five years since he left
chart -topping boy band Take That,
Robbie Williams is set to consulidate
his success as a solo artist in Europe,
thanks to a tightly co-
ordinated international
marketing strategy
from record label EMI
and a major commit-
ment to touring from
the artist himself.

"There was a com-
mon ambition between
EMI, Robbie and his
people, to lift his inter-
national sales," explains
Mike Allen, vice presi-
dent international at
EMI, adding that the
label prefaced the cam-
paign with a major
internal meeting back

in February. "If you want to achieve
something you have to make sure
that everyone agrees on a plan. We
believe this artist is a world-beating
superstar and none of us felt his pre-
vious record sales reflected that."

The catalyst for
this renewed vigour
from EMI is Sing
When You're Winning,
Williams' third solo
album and a record
which Hans Hagman,
head of music for
MTV Northern
Europe, reports is
making real headway
on the continent.
"Last year and the
year before it felt
more like a British
phenomenon," Hag-
man says. "But this

continued on page 25

More tune into
Internet radio
by Jon Heasman

SAN FRANCISCO - Online radio lis-
tening in the US has more than
tripled in the past two years, accord-
ing to new research unveiled at the
NAB Radio Show in San Francisco
(September 20-23).

The Arbitron/Edison
Research study, which
interviewed over
17,000 Americans
aged 12 plus,
reveals that 20%
(45 million Ameri-
cans) have listened
to a radio station via
the Internet, compared
to 14% in 1999, and just 6% in 1998.
Among listeners to younger radio for-
mats, that figure was as high as 32%
(Alternative Rock) and 27% (CHR).

Some 7.9% of the survey's respon-
dents said they had listened to a radio
station via the Net in the previous
month, with 3.2% clicking onto a sta-
tion's online streaming during the
past week.

The research also reveals the
extent of competition which terrestri-
al -based radio stations are facing
online. In addition to the 20% of
Americans listening to the Net
streams of existing AM and FM
broadcasters, a further 13% of the
population (30 million people) say
they have listened to Internet -only
radio or audio streams.

A separate sub -survey by Arbi-
tron/Edison reveals that streaming
audio makes radio station websites
significantly "stickier," (i.e. people
stay on the site for longer) and was
voted the feature most people want to
see on a radio site. The survey's
authors argue that, in general, radio
station websites are still not tempting
visitors to return frequently enough

continued on page 25
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Upfront
by Emmanuel Legrand, Music & Media editor -in -chief

The news of the demise of the music business has
been greatly exaggerated.

If the scenario described by JP Morgan and
unveiled in our exclusive front-page story proves to be
correct, the music industry is poised to grow from a
$38 billion to a $65 billion industry in the next ten
years. So much for the merchants of doom, predicting
the collapse of this sector under the threats of free
downloads and "new business models" such as
Freenet or Napster.

The study doesn't minimise the impact of digital
downloads and admits that labels, especially major
companies, are "under pressure" because of "disin-
termediation" (who on earth invented such a word?)
and digital piracy. But it does 'seem to give the music
industry the benefit of the doubt concerning its
adaptability to survive the impact of the new ways of
distributing music. Majors will most probably see
their overall market share diminish, but, as the "pot
of money" becomes bigger, they will also thrive in the
new environment.

The analysts at JP Morgan strongly believe that
the rise of the Internet will have a great impact on
artists such as Chuck D, who will be able to manage
the distribution of his works on the Web without the
support of major companies. The US rapper himself,
in the exclusive interview he gave to M&M, speaks
with passion about how the Internet helped him cut
out the middle man.

Interestingly, the study introduces an analysis of
the impact of digital piracy on the industry.
The assumption made by the authors of the study is
that, as record labels increase the number of pro-
tected files of new material on the 'Net, piracy
is most likely to affect catalogue material which is
not protected.

But, as the years roll by, today's current repertoire
will become tomorrow's back catalogue and is less
likely to be pirated because it had
been already protected. As a
result, digital piracy will probably
enjoy a peak in the middle of the
decade and slowly decrease, with-
out ever totally disappearing.

This, of course, is one scenario
among many. But it is certainly
not the worst one for the music
industry.

Music & Media values its readers' opinions-you can e-mail the editor -in -chief at: elegrand@musicandmedia.co.uk

GWR rides on Internet HiWire
by Jon Heasman

SAN FRANCISCO - UK radio group
GWR has become the first European
radio broadcaster to sign up with US
company Hiwire, enabling the inser-
tion of audio advertising spots into
their streaming Internet broadcasts.

The ability to strip out local ads
and replace them with targeted spots
relevant to listeners outside a sta-
tion's TSA is seen as an important

breakthrough, espe-
cially given that out -of -
area listening current-
ly accounts for a high
percentage of most sta-
tions' online audience.

GWR's commercial
director Simon Ward
says: "Our deal with
Hiwire allows us to
broadcast economically

en masse via the Internet and offers a
wide range of revenue possibilities as
broadband becomes
more accessible to
consumers."

Ads broadcast
via Internet radio
using Hiwire's software can not only
be tailored to individual countries,
but also the gender and age of the lis-
tener. These details are gleaned from
listeners filling in a questionnaire the
first time they download a station's
streaming audio.

Thus listeners in the US who tune
into to GWR's national UK station,
Classic FM, via the Net will hear, in a
few weeks' time, American ads (sold
by Hiwire with a percentage of rev-
enue going back to GWR) during com-
mercial breaks instead of simulcasts
of Classic FM's UK ad breaks.

Announced during the NAB Radio

Show in San Francisco, the agreement
with GWR will initially apply to Clas-

sic FM before being
extended to GWR's
other music por-
tals -such as Clas-
sic Gold, Core and

Planet Rock -as well as its local koko-
branded Internet sites which are cur-
rently in development.

Speaking to M&M at the NAB,
Hiwire founder and president Jim
Pavilack described the GWR deal as
"very exciting" and said that he
hoped the contract with GWR would
pave the way for similar deals with
other major European broadcasters
through Hiwire's newly established
Paris office. He also revealed that the
company would shortly be announc-
ing a major domestic deal with "one
of America's two major syndicators"
within the next couple of weeks.

Internet sales included in UK charts
by Gareth Thomas

LONDON - Internet music sales of
albums are to be incorporated into the
official UK album chart for the
first time.

Four online music companies-
Audiostreet, Boxman, BOL and
Jungle-will provide album sales
information to be submitted to com-
pilers CIN/Millward Brown for inclu-
sion in the weekly chart.

The move will be the first time
online purchases have been included
in the UK charts and recognises the
importance of e -commerce music sales.

The official music charts in both
Sweden and Finland have included
country -specific Internet sales informa-
tion since 1998. Tony Salter, ,CEO of
Boxman, one of the companies supply-
ing sales information, welcomes the UK

move: "The inclusion
of e -commerce sales
merely reflects the
reality that more and
more people are
buying online."

Salter says Inter-
net sales can affect
the very top end of
the charts. "This
would have been the
case a few weeks ago when only a few
hundred album sales separated Whit-
ney Houston from Britney Spears for
the number one spot," he says. "If our
sales had counted towards the chart,
the result probably would have
been different."

Operations manager at chart com-
pilers CIN, Paul Clifford, said it was
important that the chart reflected the
true number of album sales in the

UK. "CIN is welcoming online
figures to strengthen the offi-
cial sales report and increase
artist competition across all
platforms," he says.

Site manager at
Audiostreet, James Kendall
welcomes the development.
"It's about being able to sup-
port the UK record industry,
he says. "Lots of companies go

abroad but we believe it's important
to support our own territory."

"It's important to get in there before
the charts become meaningless. The
more information they can get, the more
accurate the charts will be" he adds.

The new methodology will come
into force on October 1. The album
chart is announced each week as part
of public broadcaster BBC Radio l's
official music charts.
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Todomusica makes changes
to annual music trade fair
by Howell Llewellyn

MADRID - Sweeping changes
are to be made to Spain's only
music fair, Todomusica, follow-
ing discussions between organ-
iser Rafael Revert
and director of
Popkomm, Uli
Grossmaas. As a
result of the talks,
a joint Latino fair
planned for next
year has also been
postponed.

"We will stage concerts
around Seville two or three
days before the fair," said
Revert following the talks.
"The first two days will be for
professional visitors only, with
a last day or two for the gener-

al public," he says.
Revert says that the clash

with the Latino Grammy
award ceremony in Los Ange-
les aloe damaged Todomusica.
"Several people who would

have visited Todomusica
were over there, including
some Spain -based label
presidents and Spanish
society of authors and
publishers executives
such as Teddy Bautista,"
he says.

Todomusica has now
reached an agreement with
Spain's national airline,
Iberia, for 30% discounts next
year for professionals flying
in from Latin America.

Grossmaas described Todo-
musica as "unfocussed" and

said that it may even be in
the wrong place. "Few coun-
tries have direct flights to
Seville, and it took me nearly
as long to get here as it does
to fly to the US from Ger-
many," he said.

Grossmaas and Revert had
agreed before the summer to
join forces to create an inter-
national Latino trade fair by
next year. Grossman conclud-
ed after the talks that: "The
marriage between PopKomm
and Todomusica will not take
place next year, although it
could happen the year after."

But he says he remains
optimistic, adding that it took
11 -year -old PopKomm some
five years to become well
established.

Swedish licences get extended
by Jason Christie

STOCKHOLM - The Swedish
broadcasting authority RRTV
has announced all 83 local
commercial radio stations are
to be granted an eight -year
extension to their licences.
The licences
2001 with stations being
charged existing fees.

The announcement comes
in the wake of a debate in the

Swedish Parliament over how
to allocate the country's 10
outstanding frequencies.
Since 1995 no new frequencies
have been created and it will
be at least April 2001 before
Sweden gets any new local
commercial stations. Syndi-

stations, like NRG,
WOW and Radio City, will
benefit most from the renewal.

If proposals put forward by
RTVV had been accepted, all

commercial stations would
have put forward tenders in a
"beauty contest" with the
winner being granted a
reduced four-year licence.

Nina Rosenkvist of
RTVV says: "If the propos-
als had become law this
spring, each licence would
have then cost SKR 40,000
(4,735). As it stands the
overall future of Swedish
local radio is unclear."

German pop group ATC recently performed a showcase in front of BMG International market-
ing executives and the media in London (September 18). The group, whose members hail from
New Zealand, Italy, Australia and the UK, have sold over one million copies in Europe of their
debut single Around the World. The track was number one in Germany for six weeks and broke
airplay records there, as well as going top 20 in France, Austria, Switzerland, Denmark and
Sweden. It will be released on RCA in the UK on 6 November. Pictured in the foreground in
front of BMG staff are (l -r) ATC band -members Joseph, Sarah, Tracy and Livio.

Hard day's night for DJ Difool
PARIS - David Massart eats,
sleeps and drinks radio.

The scheduling manager
at Urban/CHR station Sky -
rock, Massart, aka "Difool",
has scheduled himself to
present the station's late -
night and breakfast shows.
That means Difool finishes
his evening show at mid-
night every weekday only to
be back on air at 6.30 the
next morning.

To make thing a little more

bearable, he is broadcasting
from his home, allowing lis-
teners into his personal life
through a webcam link on the
station's website.

"It is an experiment," says
the station's general manager
Laurent Bouneau. "People
will go to bed with Difool and
will wake up with Difool, live
from home. It can only work
because he is someone who
breathes and lives for radio
all the time."

Bouneau says the experi-
ment is due to last for a few
more weeks before they eval-
uate the programme. "I
think it strengthens our
morning show," says
Bouneau who adds that it
has no noticeable impact on
Difool's professional input at
the station. "He remains
scheduling manager and
comes to work late in the
afternoon. He then works on
fine-tuning our schedule."

ON THE BEAT
LYCOS BUYS SPRAY NETWORKS

STOCKHOLM - Lycos Europe has announced it is taking
over Swedish
Internet portal
Spray Net-
works in a deal
worth SKR 5.7

billion (0.6 billion). Spray's services include Internet
radio Spraydio, which has nine music and lifestyle
channels. It is estimated the new venture will have 8.7
million registered users and 19 million unique visitors
in 12 countries per month. Lycos Europe says its strat-
egy to offer a broad media outlet for all technical plat-
forms will be strengthened by Spray Network's knowl-
edge of mobile internet and broadband. Under the
deal, Spray will take over a large part of Lycos' prod-
uct development but Lycos and Spray will continue as
two brands addressing different audiences. Bertels-
mann is a major shareholder in Lycos.

SPRAYde

UK COLLECTING SOCIETY IN WORLDWIDE DEAL

LONDON - The UK's Performing Rights Society (PRS)
is close to signing agreements with collecting societies
around the world that would allow the
partners to license one another's
repertoire for global use. At the soci-
ety's annual general meeting, John
Axon, director of performance licens-
ing, said collaborations with bodies
such as BMI and ASCAP in the US
would develop into plans to license tracks
for live webcasts. He suggested that PRS would set
daily online licensing packages beginning at £1.37
(2.27) plus VAT (Value Added Tax) for low music -use
sites, and a percentage of revenue for high -use sites.

SWEDISH TV AND RADIO MERGER PROPOSED
grockaimm - The head of the Sweden's national public
broadcasting corporation, Maria Curman, has proposed a
merger involving all three arms of the corporation-
Sveriges Television, Utbildningsradion and Sveriges
Radio. Curman says a merger would be a way of bringing
the corporation's media and technical departments under
a single umbrella, as well as sharing current affairs and
newsgathering resources. Curman also suggests that in
the future households should be charged depending on
the services and channels they use. Controller at
Sveriges Radio Lisa Soderberg is critical of the proposed
changes saying, to TV4 news, that she believed there was
no need for restructuring.

MOVING CHAIRS
HAMBURG - Michael S Krupit,
former COO at CDNow, has been
appointed new president and CEO of
the company. Krupit, who has been
working with CDNow since 1997,
will be replacing his former col-
league and senior, Jason Olim who
will become chairman at CDNow,
now owned by Bertelsmann, and will
additionally be available as advisor
for the music strategies at BeCG, the newly -established
Bertelsmann e -Commerce Group.
PARIS - Andre Giordani, sales director of French
indie distributor Wagram Music, is to retire at the end
of the year, after a 35 -year career in the music industry.
He will be replaced by Ronan Treguer, who joined
Wagram on September 25. Treguer held a similar posi-
tion with indie distribution company Musisoft. He
reports to Wagram's CEO Stephane Bourdoiseau.
STOCKHOLM - Joakim Ljungqvist is moving from
his position as music programmer at MTV London
to become head of music at Radio City in
Stochkholm. Meanwhile, Patrick Hagberg is set to
take over from 011e Stenholm at Sveriges Radio
P4's afternoon show Efter Tre. Stenholm is leaving
to become Sweden's national press ombudsman.

Jason Olim
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Emap launches Q radio
by Gareth Thomas

LONDON - Emap Perfor-
mance Network is launching
Q-Europe's biggest monthly
music maga-
zine-as a
music TV chan-
nel and digital
radio station.

The new
channels are
part of Emap's
programme of
brand extentions
across all media, and follow
the launch of music magazine
Smash Hits -branded shows
on Emap's Big City radio net-
work and on TV channels The
Box and Sky One.

QTV, available on Sky
Digital, will follow a format
similar to Emap Perfor-
mance's Kiss TV and The
Box, where viewers can
choose videos from a selected
playlist. There will also be
short programmes based on

CD reviews and celebrity
interviews.

Chief Executive of Emap
Performance, Tim Schoon-
maker, says: "There will prob-

ably be more
viewers of
QTV than
readers of
the maga-
zine inside
12 months-
because
broadcasting
reaches a

larger group of people."
Music will be of broad

appeal featuring, in Schoon-
maker's words "current and
recurrent tracks that have
legs-music that lasts."

Simultaneously, Emap
Performance is developing Q
as a digital radio station in its
bid to build a digital radio
network across the UK.

Schoonmaker says the Q
Radio will be aimed a
"grown-up" market. "It will

recognise the Q reader as a
person with a broad taste,
who likes Eminem and
Macy Gray-but also The
Stereophonics and Radio -
head," he says. "It's aimed at
someone who's interested in
new music, but with a few
oldies but goodies thrown in.
When I say oldies, nothing
pre -1980."

Q Radio, due to go on air
next year, will be Emap's
fourth digital audio format,
following on the heels of Kiss
100 and the Big City and
Magic networks. Emap al-
ready owns a number of mul-
tiplexes and intends apply-
ing for new licences as part
of the Digital Radio Group.

Schoonmaker admits the
digital radio take-up will be
gradual and dependent on
the price of receivers. "We're
building the platform for it.
But it'll be four or five years
before we expect it in people's
cars and homes," he says.

Telstar UK band BBMak received their first gold discs in New York for their debut album
Sooner Or Later on Hollywood Records, marking their RIAA certification for shipment of
500,000 albums in the US. The discs were presented to the group by their publisher Anna
Jolley of UK company Strongsongs, who flew in specially for the evening. Their first single
Back Here has peaked so far at Number 13 in the Billboard Hot 100 during a 20 -week stint.
The party was also joined by Mark Jolley, consultant to Telstar for BBMak, and the man who
originally signed the band in the UK during his time as head of A&R at the company. Pic-
tured (1 - r) are: Ste McNally (BBMak), Brooke Morrow (EMI Music Publishing), Anna Jolley
(Strongsongs), Christian Burns (BBMak), Mark Jolley and Mark Barry (BBMak).

Zijlstra exits Universal Music Holland
by Gareth Thomas

HILVERSUM - Universal
Music Holland A&R director
Paul Zijlstra is leaving his post
to concentrate on his own com-
pany. Under the umbrella of
his Bula Music, Zijlstra will
remain active in the music
industry as an A&R consul-
tant, with EMI Music as his
first big client.

Zijlstra says that his depar-
ture with Universal was an
amicable split. "I simply want-
ed something less political and
more music -driven, the main
reason why I first got involved
in this business anyway," he

comments. Bula, the name of
his independent A&R consul-
tancy derives from the Fijian
word for "life." Apart from a
consultancy, Zijlstra
also launches his
record label Bula
Recordings. After the
Universal PolyGram
merger in 1998, former
Polydor A&R manager
Zijlstra was appointed
A&R director for the
entire new company.
His impressive A&R back-
ground includes the works of
Marco Borsato, the Nether-
lands' biggest selling domestic
artist ever, plus Dutch -lan-

guage rockers Skik.
Zijlstra's previous post will

not be filled by one person. His
A&R duties will be partly

added to Evert
Abbing's A&R job,
whereas the daily
management of Uni-
versal Music Hol-
land's A&R depart-
ment will reportedly
be run by Universal
Songs director of pub-
lishing Kees van der

Hoeven, in parallel to his cur-
rent position. Universal Music
Holland is likely to announce a
new addition to its A&R team
at a later date.

ON THE BEAT
MORE MONEY FOR DIGITAL RADIO
STOCKHOLM - The Swedish Government has allocated
an extra SKR 45 million (5.3 million) for investment in
digital technology at public service broadcasters
Sveriges Television, Sveriges Radio and Utbildningsra-
dion. In addition, Sveriges Radio is to get an extra SKR
5 million to "improve quality" at the station. According to
Minister for Culture Marita Ulvskog, an investment in
the quality of broadcasting remains high on the govern-
ment's list of priorities. Following the budget announce-
ment she said that extra money would be made available
again next year in preparation for the government's new
agreement with the public service corporation which
comes into effect in January 2002.

NEW MUSIC FOR STUDENT RADIO
LONDON - UK new music website, channelfly.com, has
signed a deal with Internet
music delivery company, Liq-
uid Audio Europe, to broad-
cast a 30 -minute weekly
show on its Student Broad-
cast Network (SBN). Liquid
Lounge will go out on air

liquidERIM
every Thursday night/Friday morning at 1.00am. Hosted
by Liquid Audio's Dan Aufhauser and SBN presenter

Craig Pilling, it will
feature a selection of
music by emerging
indie artists, down-
loadable from a library

CHANNELFLY""
of 80,000 songs from the Liquid Audio library. The Stu-
dent Broadcast Network transmits around -the -clock music
and news to 50 UK student radio stations via satellite.
Each station is committed to taking a weekly minimum of
23 hours of nationally -syndicated programming.

BOOK ON HISTORY OF SPANISH RADIO
MADRID- A book charting the last 70 years of Span-
ish music radio, La Radio Musical Espanola, has been
published by public broadcaster Radio Television
Espanola (RTVE). Written by journalist Luis Miguel
Pedrero initially as a doctoral thesis, it includes con-
tributions from 15 leading music radio presenters of
the past 30 years. Radio Nacional de Espaiia (RNE)
director Maria Jesus Chao said at the book's presenta-
tion that it showed "a clarity of vision and inter-
minable hours of research." Alternative/indie Radio 3
DJ Jose Miguel Lopez said "it is neither erudite nor
heavy -going, nor is it a dictionary of music radio, but
rather it's an analysis of formats."

Internet in -site

Radio Free92
www free92 com

.11111..

Not all Internet radio is simply entertainment. Free
Radio B92 is the continuation of a Belgrade station
that was seized by the Milosevic regime in 1999. Its
online rebirth wasinitially made possible by Real Play-
er free software, but today an international effort sup-
ports the station's efforts on a medium that is impossi-
ble for governments to suppress. Free B92 broadcasts
news in several languages, along with current events
and contemporary music. The station's survival has
also permitted its ancillary activities to continue, such
as its television production, record label and publishing
divisions. It also presents numerous cultural activities
throughout the year. Free B92 can now claim more
than 500,000 unique visitors to its Web site every
month.

Chris Marlowo
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I Online research needs to hit target
While Internet technology is giving radio listeners new
ways to access their favourite programmes, European
stations are also using the web to conduct music
research to ensure they are the ones that get listened
to. Kai R. Lofthus reports on how programmers
are trying to develop online research strategies
which maintain the integrity of traditional
call -out methods.

The reputation of online
research is somewhat under-
mined by the worrying amount
of informal voting polls and
questionnaires that web

surfers often find themselves partici-
pating in. It's difficult, however, to
neglect the benefits of using the
Internet as an additional tool for
research purposes.

In the context of radio station call -
outs, respondents-selected according
to statistical procedures-can listen
to music and hooks in a better sound
quality environment than the tele-
phone can offer, and thus voice their
opinions on a larger amount of songs
in a more convenient manner.

Net -literate listeners
But leaving the job up to occasional
web surfers may be dangerous and
could potentially lead to meaningless
results. Each participant must be
actively pursued through traditional
procedures.

So, generally, what types of listen-
ers can you get hold of online? A study
conducted last June by Broadcast
Architecture, a Princeton, New
Jersey -based research arm of the
AMFM-conglomerate, reveals that
most net -literate radio listeners are
men aged 15-24 who mainly lean

towards CHR, rock,
or country -formatted
stations.

Which excludes
the opportunities
for a programme
director like Vranz
van Maaren at the
Naarden, Holland -
based AC -formatted
Sky Radio 100.7FM.
He says the station's
only involvement with
online research extends
to its `Muziekpoll' where
listeners can surf in and
vote on whether they like
or dislike three specific high
rotation songs. But van
Maaren doesn't plan to step up
any online research activities, say-
ing: "The people that we can attract
through the Internet represent just a
portion of our audience. I want to
know what all of our audience [aged
20-35] think about our music," he
says.

On the other side of the North Sea,
James Curren, the London -based
music director of UK's national rock
station Virgin Radio, says: "We will
definitely explore the possibility of
using the Internet for research pur-
poses. But we have to make sure that

Online music research checklist
Want to know if your music research can be handled online? Here's M&M's
quick checklist of elements that should be taken into account before getting
too serious about it.

Pitfall: Allowing anyone to participate, which means that you will
);.. receive responses from listeners that could be irrelevant to the

purpose of your research.
Tip: Use traditional selection methods to carefully choose the peo-
ple-based on your music format and age demographic-who you
want to be participating.

Pitfall: The possibility of manipulation from outside interests, such
as record companies and friends of artists.
Tip: Ensure that respondents are prevented from filing extra ques-
tionnaires, by tracking computers' unique IP numbers.

Pitfall: Listeners are not interested in participating in your survey.
Tip: Provide valuable incentives to make it worth their while.

Pitfall: Don't assume that you can lower your costs indefinitely. The
research results will diminish accordingly.
Tip: Assign enough money in your budget to get useful research.

Pitfall: Only relying on online music research! Remember that
there are still a lot of people who don't have access to the Internet.
Tip: Don't forget to do the traditional call -out research as well.

"The one thing you should not do is

make it so cheap that it can be easily
manipulated-at best by fans, at worst by
the record companies."

people are coming onto the Internet in
a research situation to register, and
that we get all proper demographic
details down. There are a number of
problems that have to be overcome.
I'm not sure how, but I definitely
think Internet research will come in
to its own in the next couple of years."

But most sources contacted by
Music & Media were quick to dismiss
lower costs as the key factor in chang-
ing the focus towards using new tech-
nology. Jim Sampson, executive editor
of Munich, Germany -based rock/hot
AC -station Bayern 3, who takes a
slightly more cautious attitude than
Curren, notes: "Perhaps the way
[online music research] would work
best would be on a call -out basis, get-
ting a large enough number of
[respondents], securing some sort of
demographic information about them,
and being selective in the use of peo-
ple who you acquire for any music
survey.

"The one thing that you should not
do is to make it so cheap that it can be

Jim Sampson

executive director, Bayern 3

easily manipulated, at best by fans, at
worst by the record companies."

You get what you pay for
Tom Webster, formerly VP of East
Coast operations for Broadcast
Architecture, who has designed music
research strategies for AMFM-affiliat-
ed stations in New York (including
Z100), Boston, and Philadelphia,
agrees with Sampson, saying: "You get
what you pay for. Some stations hope
that there are so many people by
sheer numbers that will take the test,
and they get around the concerns of
bias and sample. That's flawed,
because only 30% would actually take
and finish a self-selected test on the
Internet. And you have to consider
that this is 30% of those 35-40% who
are actually on the web.

"You have to combine something of
the self-selected research and actively
recruit listeners, to make sure you
don't get this fractional percentage of
a percentage that could be way off the
central tastes of your audience."
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Public enemy turns private advisor
Chuck D is no stranger to

controversy. Five years
before the police beating of
Rodney King triggered the
LA riots, his group Public

Enemy were warning of the growing
racial tension in America. The latest
dispute the rapper has thrown himself
into headlong is the current "hot pota-
to" of music on the Internet. Unlike
many of his peers, notably Eminem
and Metallica, Chuck D has been
vocal in his support of music sites like
Napster and MP3.com which offer free
downloads to the public. He also
believes that record companies must
now embrace this new technology in
order to survive.

"I don't give credence to a lot of
artists in the music business because
they know little about what they're
dealing with anyway," he tells M&M
in an exclusive interview. "Very few of
them could handle five or six ques-
tions that I'd give 'em-all they know
is they might be in the comfort zone
like a child given permission to play
and that's what they do. In the case of
Napster, they do file sharing, and I
believe file sharing means new expo-
sure to new songs, as well as to other
artists and is a way to bring new

Never a man afraid to voice his opinion, Public Enemy
frontman Chuck D has been an ardent believer in the
new media revolution. As part of Music & Media's series
on "mavericks," Adam Howarth talked exclusively to the
American rapper on his thoughts on the current state of
the music industry and the crucial role that the Internet
will play in its future.

other Internet mavericks such as
Michael Robertson from MP3.com.

"I was over here discussing my take
on the digital revolution and how
music is going to be distributed and
disintermediated," he explains. "If
they're gonna get anybody they're
gonna have to get me because I've been
dealing with this issue heavily for five
years. And if they're gonna have a
panel they're gonna talk about the
future of music-do investors continue
to keep faith in the major record com-
panies or do they spread the gospel.
I'm hoping they spread the gospel."

From their reaction, the artist
believes his audience were receptive
to what he had to say. "It was inter-
preted very clearly that we're in a big
transitional change, regardless of
whether anybody liked it or not. And

"I believe file sharing means new

exposure to new songs as well as to
other artists, and is a way to bring new
music along with older music."

music along with older music. But it's
very easy to say a pioneer's made mis-
takes and Napster is pioneering. So
with hindsight you can look back and
say, 'This is where they fucked up',
but all pioneers

will have some kinks in
their machine."

Alongside his Public Enemy duties,
Chuck D recently founded an online
radio station, Rapstation.com, and a
record label, Slam Jamz, both of which
use the Internet for broadcasting and
distribution. Combined with his exper-
tise on the subject, it is this commit-
ment to putting his money where his
mouth is that led the London branch of
leading US investment bank JP
Morgan to invite the rapper over to
London earlier this month to sit on a
panel before its investors alongside

Chuck D

it would benefit a lot of these compa-
nies to reposition their investment,"
he believes.

Sub -contracting
The labels that have been quickest
to harness the potential of the
Internet seem to have been the
smaller independents that, by
virtue of their size, can adapt
more easily. So where does this
leave the majors? "The major
labels should sub -contract some
niche genre [specialist] that
actually might supply the
artists, the information and
under -structure that they need
to pick from in an A&R type of

role," Chuck D suggests, adding that
"we think the majors might adopt to
an MP3.com type way of thinking but
they'll sub -contract portal systems
like ours that specialise."

"We sub -categorise rap music and
hip hop into 20 different genre niches
and it works well for us," he says. "So
we have 4,000 artist submissions at
Rapstation and may have 10,000 by
spring of next year, and we've yet to
do any off-line marketing or promo-
tion about our site. We haven't spent
any money on advertising, but what
we do is very clear, concise, strategic
partnerships and alliances with other

things on the Internet. So, it's like a
satellite or space probe in that uses
gravity to propel itself. I think the key
on the Internet is to realise that you
can't do everything for everybody-
you have to be micro -focused and be
clear on what you will not to as
opposed to what you will take on. And
that's why we see other dotcom com-
panies turning into dotbombs-they
try to take the traditional measure of
success and adapt it to this world
where it doesn't apply.

"One reason for coming five thou-
sand miles [to the JP Morgan forum]
is my Rapstation.com is the best rap

music and hip hop portal out there.
We beat all our competitors in traffic,
pound for pound, and really it's a
business that's operating for less than
$750,000 and there are businesses
out there that've failed that spent $14
million since May. So I told this panel,
Rapstation is a template and proto-
type for how to build a service area
and not lose money and make money
and a level of investment would be a
good thing," he continues.

"We call ourselves a `supersite'.
MP3.com is a supersite. Napster is a
supersite. These supersites are on
their way to being superstations with
broadband. A supersite is something.
that gives you quick access, can han-
dle a lot of traffic, import/export, e -
commerce. You need some good tech-
nology and equipment to actually run
these things, so let's call them super -
sites and educate the public on the
difference between the two."

Another Internet -based business
model that Chuck D brings to the
table is his Atlanta, Georgia -based
record company Slam Jamz. "I've
designed a prototype and a template
that's ready to launch in November,

Slamjamz.com, a record label and it's
an Internet -first label. There's a lot of
Internet labels out there but my
method is a prototype as to how peo-
ple should do record labels on the
web," he believes. "We specialise in
not signing the artist but signing the
song and [retain] an option to publish.
So it's no lock -down contract; it's
something that will build [the artists]
and build us as well-build us cata-
logue and build them positioning and
give them some money."

Globalisation
A crucial advantage Internet based
commerce has over traditional busi-
nesses is that local marketing cam-
paigns can become international in an
instant. "You have off-line [market-
ing] and you have on-line [and] the
on-line world increases to be global,"
Chuck D explains. "So what you have
is an expanding global market and
more people to reach. And this [the
Internet] is the apparatus that reach-
es them, so then that's gonna grow

and that's the area that's gonna han-
dle a lot of artists.

"Of course I believe that the mar-
keting and promotional aspects will
depend on genres and sub -genres and
micro-nicheing-and that's what we do
at Rapstation. We micro -niche upon
the genre of rap music and hip hop,"
Chuck D continues. "We globalise, we
enlighten, we entertain, and we edu-
cate people and we give them the tools
to not only be consumers-a lot of peo-
ple make the mistake in the Internet
world of looking at the public as con-
sumers-no, we look at the public as
being participants to a service we pro-
vide, possibly potential partners
whether they're labels or artists them-
selves. And then we provide a gigantic
option for them to consume be satisfied
or pleased. And that's a whole different
business model than the traditional
form of music which looks at the public
as being strictly consumers that want
to buy and support," he observes.

Ironically, the challenge faced by
the majors from online bootleggers is
of their own making, Chuck D
believes. "The public have gotten
ripped off by the astronomical price of
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